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INTRODUCTION 
Figure 1: Aerial photo of the Downtown North site and the surrounding area. 
 
Executive Summary 

This study finds that the Hartford Downtown North site has an existing demand for 163,600 

square feet (sf) of additional retail development producing up to $59 million in sales. By 2017, this 

demand will likely generate up to $62.6 million in gross sales. This new retail could be partially 

absorbed by existing businesses in the trade area or with the opening of new retailers and 

restaurants including: a home furnishing store, 2 ï 3 electronics and appliance stores, a 

neighborhood grocery store, 4 ï 6 clothing stores, 2 ï 4 department stores, 1 ï 2 gasoline stations 

and 2 ï 3 full service restaurants. In total, as many as 50 to 80 new restaurants and stores may be 

supported. 

 

The 283-acre redevelopment site can potentially provide needed goods and services for the 

existing surrounding consumer base of nearby residents, employees and visitors. The 

neighborhoods north of the subject site are currently underserved by existing retail, requiring 

residents to travel a greater distance to find food and other essentials. For some of the poorest 

residents who are likely to travel by public transportation, this required commitment of time and 

resources is much different from the experience of residents in the periphery of Hartford. As 

approximately 25 percent of Hartford residents currently live in a food desert, a neighborhood 

retail center anchored by a full-service supermarket would markedly improve the lives of the 

population living near the central business district. 

 

The subject property is located along the northwest intersection of I-91 to the east and I-84 to the 

south. These interstates serve as the main regional thoroughfares connecting much of 

Connecticut to its Capitol. The site has been identified by the City of Hartford as a logical 

expansion of the downtown into an area that at present is either vacant or underutilized. Given the 

proximity to downtown and exceptional freeway access, the potential of the subject site to attract 

significant consumer expenditure suggests opportunities to support large-scale redevelopment 

that will benefit the surrounding neighborhoods and the greater Hartford area. 
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Figure 2: The Downtown North site is located on the eastern edge of Hartford along the Connecticut River. 

 

Furthermore, this study finds that Downtown North has a primary trade area population of 54,500 

persons and is expected to remain stable by 2017. Median income is $32,400 and is projected to 

increase at an annual rate of 1.98 percent to $35,700 by 2017. Additionally, there are 18,000 

employees outside of downtown that currently work within the primary trade area. 

 

       2012 Supportable Retail 
 

Retailers   

Building Material & Supplies 1 store 1,800  sf 

Clothing Stores 4 ï 6 stores 10,600  sf 

Department Stores 2 ï 4 stores  23,900  sf 

Electronic & Appliance 2 ï 3 stores  3,300  sf 

Gasoline Stations 1 ï 2 stations  3,100  sf 

General Stores 4 ï 6 stores 8,500  sf 

Grocery Stores 3 ï 5 stores 29,500  sf 

Health & Personal Care 3 ï 5 stores 5,800  sf 

Jewelry & Leather Goods 1 ï 2 stores 2,000  sf 

Lawn & Garden Supplies 1 store 1,000  sf 

Office Supplies 1 ï 2 stores 1,300  sf 

Specialty Food Stores 1 ï 2 stores 1,200  sf 

Sporting Goods Stores 2 ï 3 stores 3,700  sf 

Miscellaneous Retail 4 ï 6 stores 8,100  sf 

     Total Retail 30 ï 52 stores 103,800  sf 
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Restaurants   

Full Service Restaurants 2 ï 3 restaurants 10,500  sf 

Limited Service Restaurants      7 ï 10 restaurants 21,600  sf 

Special Food Services 8 ï 10 restaurants 21,000  sf 

Bars and Pubs 1 restaurant 600  sf 

      Total Restaurants        18 ï 24 restaurants      53,700  sf 

 
* Note that all figures for 2012 assume that the economy returns to normal levels for employment, growth and 
GNP; and that there is presently little financing available to build new shopping centers. 

 
 

Background 

Gibbs Planning Group Inc. (GPG) has been retained by the City of Hartford to conduct a retail 

feasibility analysis for the Downtown North redevelopment in Hartford, Connecticut. The subject 

site is a 283-acre area targeted by the city as a means to strengthen the surrounding 

neighborhoods and create an effective linkage to downtown. The area projects to be a large-scale 

redevelopment including mixed-use development, rehabilitation of historic structures, and 

educational and commercial development.  

 

The proximity to 70,000 downtown employees, access from two major interstates, and 

adjacencies to underserved neighborhoods means the redevelopment has the opportunity to 

provide social and economic contributions to the greater Hartford community. 

 

GPG addressed the following issues in this study: 

 

¶ What is the existing retail market in the study and trade area? 

¶ What is the primary trade area for the Downtown North property? 

¶ What are the population, demographic and lifestyle characteristics in the primary 

trade area, currently and projected for 2017? 

¶ What is the current and projected growth for retail expenditures in the primary 

trade area, now and for the next five years? 

¶ How much additional retail square footage is supportable in the Downtown North 

study area and what retail uses should be encouraged? What sales volumes can 

development achieve in or near the study area? 
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Figure 3: The Downtown North redevelopment is within five miles of East and West Hartford and many surrounding 

suburbs. 

 
Methodology 

To address the above issues, GPG defined a trade area that would serve the proposed retail in 

the study area based on shopping center evaluation, geographic and topographic considerations, 

traffic access/flow in the area, relative retail strengths and weaknesses of the competition, 

concentrations of daytime employment, and the retail gravitation in the market, as well as our 

experience defining trade areas for similar markets. Population, consumer expenditure and 

demographic characteristics of trade area residents were collected by census tracts from the U.S. 

Bureau of the Census, U.S. Bureau of Labor Statistics and ESRI (Environmental Systems 

Research Institute). Updates were made when necessary based upon information gathered from 

local planning sources. 

 

Finally, based on the projected consumer expenditure capture (demand) in the primary trade area 

of the gross consumer expenditure by retail category, less the current existing retail sales (supply) 

by retail category, GPG projects the potential net consumer expenditure (gap) available to support 

new development. The projected net consumer expenditure capture is based on household 

expenditure and demographic characteristics of the primary trade area, existing and planned 

retail competition, traffic and retail gravitational patterns and GPGôs qualitative assessment of the 

Downtown North redevelopment study area. Net potential captured consumer expenditure (gap) 

is equated to potential retail development square footage, with the help of retail sales per square 

foot data provided by Dollars and Cents of Shopping Centers (Urban Land Institute and 

International Council of Shopping Centers), qualitatively adjusted to fit the urbanism and 

demographics of the study area. 
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For the purposes of this study, GPG has assumed the following: 

¶ Other major community retail centers may be planned or proposed, but only the existing 

retail is considered for this study. The quality of the existing retail trade in the study area 

is projected to remain constant. Gains in future average retail sales per sf reflect higher 

sales per sf in newly developed retail and selected increases in sales per sf by individual 

retail categories. 

¶ No major regional retail centers will be developed within the trade area of this analysis 

through 2017 for the purposes of this study.  

¶ The subject site is properly zoned to support infill and redevelopment projects with current 

and innovative standards, and the existing infrastructure (water, sewer, arterial roadways, 

etc.) can support additional commercial development. 

¶ Annual population loss for the primary trade area is estimated to be -0.02 percent 

throughout the five-year period of this study. 

¶ Employment distribution is projected to remain constant, without a spike or decline in 

employment by NAICS categories. 

¶ The projected lease and vacancy rate model is based on our proprietary econometric 

model of the relationship between changes in employment and changes in vacancy and 

lease rates. Data was gathered from the U.S. Census Bureau, Esri, CBRE and local 

brokerage services. 

¶ The regionôs economy will continue at normal or above normal ranges of employment, 

inflation, retail demand and growth. 

¶ Any new construction in the study area will be planned, designed, built and managed to 

the best practices of the American Institute of Architects, American Planning Association, 

American Society of Landscape Architects, Congress for the New Urbanism, International 

Council of Shopping Centers and The Urban Land Institute. 

¶ Parking for redevelopment projects or businesses will meet or exceed the industry 

standards. GPG has noted that the existing parking is apparently adequate for present 

amounts of commercial, but that parking coordination and provisions may be necessary if 

the existing vacancies become occupied or new higher sales businesses deploy in the 

study area.  

¶ Visibility of any new retail is also assumed very good, with signage as required to assure 

easy visibility of the retailers. 

¶ Infill or redevelopment projects in the study area will open with sustainable amounts of 

retail and anchor tenants, at planned intervals and per industry standards. 

Trade Area 

Based on qualitative assessment, the existing retail hubs, population clusters, highway access, 

and the retail gravitation in the market, as well as our experience defining trade areas for similar 

communities throughout the United States, GPG determined that consumers in the primary trade 
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area generate demand to support a wide variety of retailers. This potential will continue to 

increase over the next five years, sustained by an annual household income growth of 2.55 

percent. 

 

  
 

Figure 4: The Primary Trade Area includes many neighborhoods north of the subject site where, at present, there is little 

retail competition. 

 

The primary trade area is the consumer market where the study area has a significant competitive 

advantage because of access, design, lack of competition and traffic and commute patterns. This 

competitive advantage equates to a potential domination of the capture of consumer expenditure 

by the retailers in the study area. 

GPG defined a primary trade area by topography, vehicular access, strength of retail competition 

and residential growth patterns instead of standardized ñdrive-times.ò Consumers inside the 

primary trade area will account for up to 50 to 60 percent of the total sales captured by retailers in 

the Downtown North shopping area. Due to the strong retail gravitational pull of the Westfarms 

Mall to the west, Buckland Hills to the east and retail commerce within the established downtown, 

GPG finds that the primary trade area accounts for the neighborhoods north of I-84 where retail 

development is scarce and opportunities for expansion are ample. 

The following borders approximately delineate the primary trade area: 

¶ North ï CT-178 - E. Wintonbury Ave/Park Ave. 

¶ South ï I-84/Asylum Ave. 

¶ East ï Connecticut River 

¶ West ï Scarborough St./Granby St./School St. 
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The Downtown North primary trade area can be accessed via two interstates: I-84, which 

connects East and West Hartford, and I-91, which runs along the Connecticut River and is also 

fed by I-291 in the northern portion of the primary trade area. In addition to interstates, the south 

end of the site is also the confluence of local highways U.S. 44, and CT-2, while Main Street is a 

four-lane boulevard running along the west end of the subject site. The geography of the primary 

trade area requires a minimum five-mile trip to access the areaôs closest regional shopping 

center, creating a captive group of local residents.  

 

In addition to residents, this study estimates that employees within the primary trade area, which 

are in excess of 18,000, had a potential demand of nearly $46 million in 2012. The majority of 

these workers are employed within a 10-minute drive time of the study site, creating a constant 

demand for goods and dining during breaks and when the workday ends. 

 

 
 

Figure 5: The total trade area (shown in blue) includes parts of East and West Hartford, Windsor and Downtown, which 

equates to about 63,400 total households. 

The secondary or community-oriented trade area extends further north into Windsor, into West 

Hartford, across the river to include a portion of East Harford, and into the established portion of 

downtown. Residents who live in the secondary, but not within the primary, trade area will shop 

the Downtown North retail zone frequently, but the area will not be their primary shopping 

destination. Furthermore, as many as 15,000 employees work in the few blocks just south of the 
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subject site, while the total trade area includes over 100,000 total employees. This study 

acknowledges that employees of this larger trade area have access to many of the areaôs 

restaurants and retail locations; however, spending from employees in this larger area may 

contribute $12 million in sales to the primary trade area. 

 

Finally, a separate study can be found in the Appendix, which estimates the retail market potential 

for all downtown workers. It is acknowledged that in recent years the City of Hartford has 

expanded the redevelopment area to include a portion of downtown south of I-84. For the sake of 

this study, no part of downtown was included in the primary trade area due to limited 

demonstrated capacity for pedestrian activity across I-84. However, this additional study is 

included under the auspice that the newest redevelopment boundaries include a portion of 

downtown and that pedestrian improvements are necessary to attract downtown employees to the 

redevelopment area.  

 

Demographic Characteristics  

Using data from Esri (Environmental Systems Research Institute) and the U.S. Census Bureau, 

GPG obtained the most recent population and demographic characteristics (2012), and those 

projected for 2017 for the defined trade areas, as well as statewide and national statistics. 
 

 Table 1: Demographic Comparisons 

 

Table 1: This side-by-side table compares and contrast primary trade area demographic statistics with those of the total 

trade area, Connecticut, and the United States. 

 

The Downtown North primary trade area includes 54,500 people and is expected to decrease 

slightly to 54,400 by 2017, at an annual rate of -0.02 percent. Current 2012 households include 

19,500 growing to 19,600 by 2017, at an annual rate of 0.02 percent. Median household income 

in the primary trade area in 2012 is $32,440 and estimated to increase by 1.98 percent annually to 

$35,780 by 2017. The primary trade areaôs 2012 average household income is $50,560 and is 

estimated to increase to $57,790 by 2017. Moreover, 20.6 percent of the households earn above 

$75,000 per year. The average household size of 2.67 persons in 2012 is expected to remain the 

same by 2017; the 2012 median age is 33.4 years old. 

 

This studyôs total trade area includes 170,500 people and 63,400 households. The former is 

projected to decrease marginally at an annual rate of -0.03 percent, and the latter is projected to 

Demographic Characteristics 
Primary  

Trade Area 

Total  

Trade Area 
Connecticut U.S. 

2012 Population 54,500 170,500 3,558,172 313,129,017 

2017 Population 54,400 107,300 3,673,509 323,986,227 

2012-2017 Annual Growth Rate -0.02% -0.03% 0.06% 0.68% 

2012 Households 19,600 63,400 1,360,115 118,208,713 

Average Household Size 2.67 2.51 2.53 2.58 

Median Age 33.4 32.9 39.8 37.3 

2012 Median Household Income $32,440 $35,170 $69,243 $50,157 

2012 Average Household Income $50,560 $55,280 96,502 $68,162 

% Household w. Incomes $75,000+ 20.6% 24.7% 46.5% 31.5% 

% Bachelorôs Degree 9.3% 12.6% 20.1% 17.4% 

% Graduate or Professional Degree 4.7% 8.8% 15.6% 10.1% 
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grow at an annual rate of 0.02 percent until 2017, when the total trade areaôs projected population 

will be 170,300 with 63,500 households. Median household income in 2012 for this trade area is 

$35,170, estimated to grow by 1.67 percent annually to $38,210 by 2017; average household 

income in 2012 is $55,280, estimated to grow to $63,670. Twenty-three percent of the total trade 

areaôs population earned more than $75,000 annually in 2012. Average household size is 2.51 

persons, projected to hold steady through 2017; the 2012 median age is 32.9 years old. 

Many of the characteristics of the primary and total trade areas differ from those of Connecticut 

and the U.S. However, it should be noted that this is likely due to the younger population 

demonstrated by the median age. Furthermore, the strong demographic characteristics of 

Connecticut are encouraging as Hartfordôs central location establishes it as a state-wide 

destination. 

 

Tapestry Lifestyles 

Esri (Environmental Systems Research Institute) has developed Tapestry Lifestyles, which is an 

attempt to create 65 classifications, or lifestyle segments, that help determine purchasing 

patterns. These segments are broken down to the U.S. Census Block Group level and used by 

many national retailers to help determine future potential locations. The following Table 2 details 

the top Tapestry Lifestyles found in the primary trade area. 

 
Table 2: Tapestry Lifestyles 

 

Lifestyle 
Trade Area 
Statistics 

Short Description 

 

 
 
City Commons 

 
Population 
16,100 
 
Median HH Income 
$16,300 
 
29.6% Primary Trade 
Area Market Share 
 
0.7% National Market 
Share 
 

 
Single-parent families or singles who live alone comprise most of 
these very young households. With a median age of 26.7 years, 
City Commons is one the youngest segments. Approximately half 
of the households have children; some households are 
multigenerational, with adults still living at home or grandparents 
who provide childcare. The average household size is 2.8. 
81 percent of the population is black.  
 
City Commons residents buy baby and childrenôs products, food, 
and clothing most frequently. They shop primarily at discount 
stores and occasionally at department stores. Most families enjoy 
eating at fast-food restaurants. For exercise, they take their 
children to nearby city parks and playgrounds. An annual travel 
destination is probably to a theme park. They would rather go to 
the movies than rent films to watch at home.  

 
 

 
 
City Strivers 

 
Population 
9,400 
 
Median HH Income 
$37,000 
 
17.3% Primary Trade 
Area Market Share 
 
0.7% National Market 
Share 

 
Residents of this young, relatively diverse urban market have a 
median age of 33.7 years and a 68 percent mix of family types, 
such as married couples, single parents and other families. Nearly 
eight in ten residents are black. Residents live in densely 
populated, settled neighborhoods of metropolitan areas. 
 
The rental homes in City Strivers neighborhoods are moderately 
equipped with the essentials. The high cost of living and rent 
lowers discretionary income. They shop at wholesale clubs for 
most of their groceries, baby products and childrenôs essentials. 
They prefer accessible grocery stores such as Pathmark and Stop 
& Shop. A multitude of department and clothing stores is nearby. 
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Lifestyle Trade Area Statistics Short Description 

 

 
 
Family Foundations 

 
Population 
8,600 
 
Median HH Income 
$38,400 
 
15.9% Primary Trade 
Area Market Share 
 
0.8% National Market 
Share 
 

 
Family is the cornerstone of life in these neighborhoods that are a 
mix of married couples, single parents, grandparents, and young 
and adult children. The average  
family size is 3.3. The median age is 39.1 years. Diversity is low; 
84 percent of the population is black. 
 
Active in their communities, Family Foundations residents attend 
church, help with fundraising projects, and participate in civic 
activities. They spend money on their families and home 
maintenance projects. Careful consumers, they watch their 
budgets. They eat at home, shop at discount stores such as 
Marshalls and T.J. Maxx, and take advantage of savings at Samôs 
Club. 

 

 
 
Cozy and 
Comfortable 

 
Population 
4,200 
 
Median HH Income 
$59,200 
 
7.8% Primary Trade 
Area Market Share 
 
2.2% National Market 
Share 

 
Cozy and Comfortable residents are middle-aged married couples 
who are comfortably settled in their single-family homes in older 
neighborhoods. The median age is 41.7 years. Most residents are 
married without children or married couples with school-aged or 
adult children. 
 
Residents prefer to own certificates of deposit and consult a 
financial planner. They typically hold a second mortgage, a new 
car loan, a home equity line of credit, and a universal life insurance 
policy. Home improvement and remodeling projects are important 
to them. Although they will contract for some work, they attempt 
many projects, especially painting and lawn care. Depending on 
the season, they play golf or ice skate for exercise. They attend ice 
hockey games, watch science fiction movies on DVD, and take 
domestic vacations. 

 

 

 
 
Inner City Tenants 

 
Population 
3,800 
 
Median HH Income 
$30,800 
 
7.1% Primary Trade 
Area Market Share 
 
1.4% National Market 
Share 

 
Inner City Tenants residents are a microcosm of urban diversity; 
their population is represented primarily by white, black, and 
Hispanic cultures. This multicultural market is younger than 
average, with a median age of 28.8 years. Household types are 
mixed; 34 percent are singles, 28 percent are married-couple 
families, 21 percent are single parents, and 10 percent share 
housing. Turnover is high in these neighborhoods because many 
are enrolled in nearby  
colleges and work part-time.  
 
With their busy lifestyle, Inner City Tenants residents frequently eat 
at fast-food restaurants and shop for groceries at nearby stores 
such as Albertsonôs. They prefer easy-to-prepare foods. 
Households have recently bought video game systems and baby 
items such as food, products, furniture, and equipment. They 
prefer to shop at Target and Walgreens. Some enjoy the nightlife, 
visiting bars and going dancing at nightclubs.   
 

 

Table 2: The top five Tapestry Lifestyle groups profiled above portray a cluster of young, diverse and family-oriented 

residents within the primary trade area. 

 

The trade areaôs two most common tapestry lifestyle groups are ñCity Commonsò and ñCity 

Strivers.ò These residents make up nearly 47 percent of the primary trade area population and are 

characteristically a younger and more diverse group.  

 

Residents of these segment groups have a mix of family types such as married couples, single 

parents and multigenerational with adults still living at home or grandparents who provide 

childcare. Approximately half of the households have children, which explains slightly higher 
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household sizes. Nationally, these areas have seen a decline in population similar to that 

experienced in the trade area. Nearly eight in ten residents are African American. 

 

The median household income is below the national average and some households receive 

Supplemental Security Income or public assistance income. Education attainment levels are 

below those of the United States; approximately 20 to 40 percent of residents aged 25 years and 

older have attended college and at least 60 percent have graduated from high school. Many 

employed residents work in service industries and other common career fields are health care, 

government and office/administrative. 

 
Tapestry Lifestyle Segmentation 

 

  
           Figure 6: The relative proportions of the top Tapestry Lifestyle Segments found in the primary trade area. 

 

Commonly, residents of these two segments rent apartments in older multiunit buildings, while 

only about one-third are homeowners. Vehicle ownership is also lower than the national average 

and many rely on public transportation. Typical of a renters market, it is likely that these residents 

have moved within the last five years. 

 

Retail preferences among these groups often place priority on childrenôs essentials and clothing. 

Convenient grocery options prevail and wholesale club memberships are common. Adults 

generally shop at discount department stores or department stores. Discretionary income is 

limited and residents often choose entertainment options at home such as cable TV and movie 

channels, video game systems for households with children and magazine subscriptions. 

Spending at restaurants is often reserved for fast food or other national chains. Typically, one 

major vacation is planned per year to a regional tourist destination such as Atlantic City. 
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Employment Base 

The employment picture for the primary trade area reflects a strong services and government 

foundation. With lower than average levels in most other sectors, nearly two-thirds of employees 

are in services or government sectors reflecting the trade areaôs proximity to many state and local 

government employment centers. Transportation and utility also demonstrate above average 

employment levels, reinforcing the public sector influence of the area. 

 
Table 3: Employment Comparison by Sector  

 

Sector 
Primary 

Trade Area 
Total Trade 

Area 
Connecticut U.S. 

Agriculture & Mining 0.2% 0.3% 1.5% 1.6% 

Construction 4.2% 2.9% 5.6% 4.7% 

Manufacturing 7.9% 5.5% 9.5% 9.0% 

Transportation 4.8% 1.8% 3.0% 3.0% 

Communication 0.5% 0.9% 0.8 1.0% 

Utility 0.8% 0.4% 0.5% 0.6% 

Wholesale Trade 2.4% 2.3% 4.2% 4.8% 

Retail Trade 10.8% 8.4% 16.2% 20.8% 

Finance, Insurance & Real Estate 3.6% 8.4% 7.6% 6.9% 

Services 45.7% 39.9% 42.9% 40.2% 

Government 19.1% 29.2% 8.1% 6.6% 

 

Table 3: Services, government, transportation and utility employment in the primary trade area is greater than state or 

national levels. 

  

Daytime employment plays a large role in supporting retail. The primary trade area is estimated to 

have over 18,000 employees and many of them are within a ten-minute drive time of the 

Downtown North redevelopment area. However, a significant office employment base often 

equates to above average retail employment to meet the constant demand for food and goods, 

which is not the case in the trade area, indicating a strong potential for growth within the segment. 

 

Consumer expenditure from daytime employment compliments that captured in the evenings and 

on weekends by households in the trade area. ñOffice Worker Retail Spending in a Digital Ageò, 

published by the International Council of Shopping Centers in 2012, provides insight into the 

impact of office worker employment. Weekly office worker expenditure, adjusted for 2012 dollars, 

is estimated at $175. Weekly non-office worker expenditure, in 2012 dollars, is estimated at 37 

percent of office workers. Non-office workers are estimated to have slightly less disposable 

income, to have multiple work locations including at home and typically are on the road more 

during their workweek. Retail purchases (general merchandise, apparel, home furnishings, 

electronics, grocery and convenience items) make up the majority of the office worker dollars, at 

$116 per week. Restaurant expenditures (full service, limited service and drinking places) account 

for the balance at $59 per week. Annualized, each office worker expends $9,100 before, during 

and after work. Much of this potential expenditure can be captured within the Downtown North 

redevelopment due to proximity and lack of significant competition. 
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The annual impact of the 18,000 employees within the primary area is $29.2 million in prepared 

food and beverage establishments, $9.5 million in retail goods sales, $3 million in grocery 

purchases and $4.3 million in convenience items, totaling $46.2 million in employee expenditure. 

Of the total employee expenditure, this study estimates that the Downtown North Redevelopment 

may be able to capture $18.1 million in retail and restaurant sales. 

 

Table 4: Primary Trade Area Employee Expenditure 

 

Category 
Weekly  

Expenditure 

Annual 

Expenditure 

% 

Capture 

Office Worker 

Expenditure 

Non-Office 

Worker 

Expenditure 

Total 

Expenditure 

        10,800 7,200   

Food & Beverage 

Limited & Full 
Service 
Restaurants 

$43 $2,236 75% $18,111,600 $4,467,528 $22,579,128 

Bars and Pubs $16 $832 25% $2,246,400 $4,467,528 $6,713,928 

Retail Goods 

General 
Merchandise, 
Apparel, Home 
Furnishings, 
Electronics 

$68 $3,536 20% $7,637,760 $1,883,981 $9,521,741 

Grocery $29 $1,508 15% $2,442,960 $602,597 $3,045,557 

Convenience 

Items 
$19 $988 33% $3,521,232 $868,571 $4,389,803 

Total  $175 $9,100 
 

$33,959,952 $12,290,204 $46,250,156 

 

Table 4: Employees within the primary trade area contribute $46 million dollars annually to the area; $18.1 million may be 

captured by the redevelopment. 

 

Additional analysis explored the impact of employees in the total trade not within the primary trade 

area. The total area covers over 40 square miles including many competing retail locations from 

which to choose. However, the areaôs 83,000 employees are estimated to expend $4.3 million in 

retail sales to the redevelopment site. 

 

Last, an additional study found in the Appendix estimates the potential employee expenditure 

should an adequate connection be established between downtown and the Downtown North site, 

leading to increased leakage across I-84. 

 

Further research, including focus groups, are recommended to fully understand the existing 

policies and physical conditions that are limiting daytime worker shopping and dining. 

 
 
TRADE AREA CHARACTERISTICS 
 
Location 
The primary trade area benefits from the central location and proximity to downtown Hartford. As 

the Capitol of Connecticut, the downtown area has many government employment centers and 

headquarters of several insurance companies. The XL Center just south of I-84 and included in 

the Downtown North redevelopment, attracts many sporting events, concerts and conferences. 

Included in the primary trade area are the Clay-Arsenal, Upper Albany, Northeast, and North 
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Meadows neighborhoods. Clay-Arsenal and Upper Albany lack meaningful retail development, 

while much of the development in North Meadows is dominated by auto dealerships and lacks the 

density of an urban shopping center. The opportunity to establish a retail center that captures an 

underserved retail market, paired with exceptional interstate connectivity and proximity to major 

employment centers and entertainment venues, gives the redevelopment site an attractive 

advantage. 
 

 
 

Figure 7: Many interstates, highways, and roads bring potential patrons from across the metropolitan area by the 

Downtown North redevelopment site.  

 
Access 

The draw of downtown Hartford as a major employment center is demonstrated by the high traffic 

volumes shown below. Between I-84 and I-91, it is possible that well over 300,000 cars per day 

pass by the redevelopment site. The confluence of these major interstates, which is a significant 

asset of the site, ushers in the areaôs employees, but plausibly could bring patrons from the outer 

ring suburbs of Middleton, Manchester, and as far away as Waterbury. 

 

U.S. Route 5 and CT-2 feed into the major interstates, expanding the number of potential patrons 

that can conveniently access the site within a 10-minute drive. U.S. Route 44 serves as the 

conduit for residents in the northeast neighborhoods of Hartford that are currently underserved 

and may drive as far as Avon for retail shopping. 

 

Expected Growth 

The downtown Hartford area, just south of I-84 and the Downtown North property, is home to 

many proposed and new developments. With Bushnell Park, the new 154,000 sf Connecticut 

Science Center, many hotels, restaurants and retail stores, an art museum and XL Center (home 

to the AHL Hartford Wolf Pack, concerts and trade shows, and an increasing percentage of 

UConnôs main campus menôs and womenôs basketball games) in the area, it has attracted new 

apartments and a renewed interest in investing in and revitalizing the downtown area.  
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One likely contributor to future economic and cultural growth in the area is the 2100-student 

UConn Greater Hartford Area campus, which plans to move downtown to avoid high renovation 

costs at its current West Hartford campus. Depending on which of the three remaining locations 

the campus chooses, the new campus would be on the eastern edge of the subject site at 150 

Windsor St. or just south of I-84 (still within the total trade area) at either One Talcott Plaza on 

Main or in the Old Hartford Times Building on the back side of Front St. College students would 

be a reinforcing customer base, as they tend to actively shop and dine near their campus 

community, and the 60 employees of the campus would also likely shop on breaks or after work.  

 

As this is a significant time for the future of economic development in Hartford, the Capital Region 

Development Authority (CRDA) recently submitted an RFP to consider the possible renovation 

and/or replacement or privatization of the XL Center (currently owned by the City of Hartford), 

which could have additional positive long-term repercussions for the Downtown North property.  

One other key factor in considering the Downtown North property for retail development is 

Hartford Union Station, approximately half a mile southwest. Currently home to the passenger rail 

New Haven-Springfield Amtrak Line, it will soon be a stop on the New Haven-Hartford-Springfield 

Commuter Rail Line (operational in 2015), which will further unite the areas within the Knowledge 

Corridor economically, culturally and geographically, while increasing mobility and alternate 

access to the development site in the auto-dependent area. Additionally, Union Station will soon 

be the endpoint of the CTfastrak (operational in 2014), known previously as the New Britain-

Hartford Busway. The bus rapid transit program was proposed in concert with Transit-Oriented 

Development (TOD) around Union Station.  

 

Other Shopping Areas 

As part of this study, the nearest regional shopping centers have been identified. Westfarms Mall 

and the Shoppes at Buckland Hills are two enclosed malls In Hartfordôs metropolitan region. Each 

has attracted adjacent retail, creating competition for any retail development in the area. In the 

case of Buckland Hills, the Promenade Shops at Evergreen Walk is a lifestyle center opened in 

2004 with 60 additional retailers and restaurants. Holyoke Mall, Westfield Meriden and Brass Mills 

are the next closest regional centers to Hartford and require a minimum 25-minute drive from the 

subject site. Additionally, there are three outlet centers within a 50-mile radius of Hartford; 

however significant distance likely detracts Hartford residents from making the trip, which may 

make an urban outlet center attractive to the surrounding areas of the redevelopment site. 
 

Table 5: Existing Regional and Outlet Centers 
 

Map 

Designation 
Retail Center Name 

Shopping Center 

Type 
Approx. SF 

Distance From 

Subject Site 

1 Westfarms Mall Regional Mall 1.3 million 6.7 miles 

2 Buckland Hills Regional Mall 1.2 million 8.4 miles 

3 Westfield Meriden Regional Mall 890,000 21.4 miles 

4 Brass Mill Center Regional Mall 1.2 million 29.5 miles 

5 Holyoke Mall Regional Mall 1.6 million 32.6 miles 

6 
Promenade Shops at 

Evergreen Walk 
Lifestyle Center 379,000 8.7 miles 

7 Clinton Crossing Outlets Outlet Center 315,000 38.1miles 

8 Tanger Outlets Outlet Center 410,000 42.4 miles 

9 Lee Premium Outlets Outlet Center 242,000 61.6 miles 

 

Table 5: The competing regional shopping centers within a 50-mile radius of the Downtown North site. 
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Figure 8: Competing retail location map. There are two regional shopping malls, and a lifestyle center near the subject site 

as well as another regional mall and three outlet centers within a 50-mile radius; yellow designates regionals malls, 

burgundy signifies the lifestyle center, and pink denotes outlet centers. 

 

Shopping Malls 
 

    
 

Figure 9: Westfarms Mall in West Hartford is the closest regional center to the Downtown North site. (Image Source: (Left) 

Hilda Candilla http://commons.wikimedia.org/wiki/File:WestFarms_mall_entrance,_ Connecticut.jpg (Right) Hartford 

Magazine, http://hartfordmag.com/article-1128-best-mall-and-shopping-center-2013.html) 

 

1. Westfarms Mall 

The most direct competition to Downtown North retail development is southwest of the site 

along I-84 at Westfarms Mall and the adjacent Corbins Corner Shopping Center. 

Approximately six miles from the site, this is the largest nearby retail center and contains 

many of the common tenants of regional malls anchored by Macyôs, Nordstrom, Lord & 

Taylor, and JC Penny. Opened in 1974, the upscale mallôs 160 stores have a wide grasp on 
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patrons from as far away as New Haven and Springfield, MA. A ten-minute drive from 

downtown Hartford, the location provides convenience for many of Hartford and West 

Hartfordôs residents. 

 

    
 

Figure 10: Buckland Hills in Manchester has been renovated since its opening in 1990 and has attracted many other 

national chains to the area including Walmart, Target, and Loweôs. (Image Source: (Left) VCC, 

http://vccusa.com/i/projects/buckland_hills1.jpg; (Right) http://thecaldorrainbow.blogspot.com/2008/07/look-back-at-

pavillions-at-buckland.html 

 

2. Shoppes at Buckland Hills 

Across the river in Manchester, eight miles from the subject site, is the Shoppes at Buckland 

Hills, anchored by Sears, JCPenny, Macyôs and Dickôs Sporting Goods. With two floors, the 

enclosed mall was first opened in 1990 as the Pavilions at Buckland Hills and has since been 

ornamentally renovated. Also along I-84, Buckland Hills attracts customers from throughout 

the Hartford area and as far away as Springfield, MA. The presence of the mall has spurred a 

conglomeration of retail in the area including Wal-Mart, Samôs Club, Target, Home Depot, 

Loweôs, two neighborhood strip centers and the Promenade Shops at Evergreen Walk. 

 

   
 

Figure 11: The Westfield Meriden, an older mall, is 21.4 miles from the subject site. (Image Source: Labelscar; 

http://www.labelscar.com/connecticut/meriden-square-mall) 

 

3. Westfield Meriden 

The Westfield Meriden is a two-level enclosed mall anchored by Best Buy, Dickôs Sporting 

Goods, JCPenny, Macyôs and Sears. With 890,000 sf of retail and a location 21.4 miles from 

downtown Hartford, this shopping center located off of I-691 is similar to the Shoppes at 

Buckland Hill, and offers residents in the southwest portion of the Hartford metropolitan area 
































































